Authentic materials frequently complement coursebooks since they increase learner motivation and provide a realistic context for tasks relating to learners' needs. However, using language from natural texts instead of ready-made examples can be counterproductive if not appropriately adapted. For that reason, the ESP teacher must consider the learner's knowledge of language when preparing tasks, as authentic materials often contain difficult language, unnecessary vocabulary items, and complex language structures. This paper, first, summarizes the main advantages of using such materials in teaching and then focuses on the use of bank advertisements in Business English classes. In order to be properly implemented, these advertisements need to be analyzed in terms of their most frequent features at different linguistic levels. This analysis can help both ESP teachers to relate language instruction to particular universal characteristics of the register and ESP students to acquire language more naturally. Finally, the paper includes several ideas for exercises focusing on different language skills aimed at intermediate and upper-intermediate students.
Introduction
The teaching and learning situation has changed dramatically after communicative language teaching came into existence in the late 1970s and the need for authenticity reappeared. The concept of actual language use in language teaching was then introduced and the language classroom was linked to the reality of the outside world.
Although the issue of authenticity has been discussed and debated extensively in the field of linguistics, materials development and pedagogy for at least four decades, a consensus has not been reached on a precise definition (Lee 1995) . Some of the authors tried to simplify the matter by underlining that the term authentic is "reserved for textual material prepared for the consumption of native speakers, without any type of adaptation or abbreviation for the benefit of the foreign language student" (Carney and Franciulli 1992, 3) . However, defining authenticity and implementing it, especially in education, has become a very complex process. Gilmore (2008, 68) emphasizes this complexity by highlighting a variety of research fields in which authenticity has been explored, including discourse and conversational analysis, pragmatics, cross-cultural studies, sociolinguistics, ethnology, second language acquisition, and motivation research, among others. This paper, first, tries to summarize the common definitions of authenticity together with the main advantages of using such materials in teaching. Furthermore, it discusses the necessity of a thorough pre-analysis of materials before they are brought to class.
Finally, it concludes with several ideas for exercises focusing on different language skills aimed at intermediate and upper-intermediate students.
Definitions of authenticity
The notion of authenticity was originally introduced to distinguish between artificially simplified texts and unmodified real texts (Thornbury 2006) . Nonetheless, the problem of defining authenticity has become very complex over the years primarily because researchers mainly investigated the concept within their fields of specialization. Gilmore (2008) warns about the different readings and definitions which can further lead to terminological confusions.
One of the first widely accepted definitions was the one proposed by Morrow (1977, 13) who suggests that an authentic text is "a stretch of real language, produced by a real speaker or writer for a real audience and designed to convey a real message of some sort." Similarly, Widdowson (1983, 30 ) attributes authenticity to texts produced by native speakers which inevitably have a normal communicative purpose. These two early definitions center around text authenticity by emphasizing a real sender and a real receiver of the message.
Referring to authenticity in the language classroom, McDonough and Shaw (1993, 43) point out that authenticity implies a close approximation of the world outside the classroom in terms of both the selection of language material and the activities used for practising. In other words, authenticity is the result of acts of authentication, by students and their teacher, of the learning process and the language used in it (van Lier 1996, 128) .
For the purpose of this paper dealing with authenticity in foreign language education, the most appropriate definition of authenticity would be Mishan's layered description (2005, 18) , where authenticity is seen as a set of the following five criteria: (1) provenance and authorship of the text; (2) original communicative and socio-cultural purpose of the text; (3) original context of the text; (4) learning activity engendered by the text; and (5) learners' attitudes to the text and the activity pertaining to it.
Authenticity in language education
Following Mishan's thorough discussion and investigation into authenticity in language education (2005) , it can be concluded that authenticity is a complex process with the key components being manifested in three domains, namely, authenticity of texts, authenticity of tasks, and learner authenticity.
Authenticity of texts
Authentic texts are textual materials aimed at native speakers which can be used as classroom materials with or without adaptation and/or simplification for the foreign language student. However, the two most common concerns regarding the use of such texts are text difficulty and the loss of authenticity. Most commonly, texts for native speakers abound in difficult language, unnecessary vocabulary items, and complex language structures. Therefore, the question remains whether a text loses its authenticity if it is adapted and used for pedagogical purposes. Generally speaking, absolute authenticity is impossible in classroom settings, because it is destroyed whenever a text is used for teaching purposes, i.e. whenever a text contains traces of language teaching intervention (Morrow 1977; Chavez 1998; Joy 2011) .
Furthermore, there are two opposing standpoints in the literature regarding the modification of texts. On the one hand, some authors highlight the complexity of such texts, which are very often too difficult to be comprehended by language learners (e.g. Widdowson 2003; Mishan 2005; Khaniya 2006 ). For that reason, texts should be simplified and adapted to the learner's knowledge of the respective language. This is especially important at lower levels, as learners may not be able to respond to a text appropriately, which can further cause frustration, confusion, and demotivation (Guariento and Whatever the standpoint, with SLA research becoming increasingly pedagogically focused, Mishan (2005, 21) argues that authentic texts in language learning should be used since they enhance language acquisition. She also (ibid, 37) adds that their use demands greater personal investment on the part of the learner, which is how the vital connection is made between the classroom and the real world. Anyhow, whenever a text is to be selected, a teacher always has to consider a number of important factors, such as curricular goals, the students' age, their level of language proficiency, and their interests and needs (Khaniya 2006, 21) . Berardo (2006, 63) suggests a check-list for teachers for selecting authentic materials, particularly for choosing authentic reading material, presented in Table 1 .
Unlike pedagogical texts in course books, authentic materials do not highlight particular linguistic or grammatical features but rather fulfil a particular purpose, for example, convey information, instruct, or persuade. For that reason, a proper selection and adaptation of authentic texts are required. Only then can teachers focus on designing tasks which suit the learners' needs.
Authenticity of tasks
Many researchers suggest that with a task-based language learning approach, authentic materials can be used even with beginners, since the level of difficulty is modified by adapting the task and not the text itself (Nunan 1989; Mishan 2005 ). In such a way, task design can solve the problem of text difficulty.
When incorporating authentic texts in foreign language classes, crucial questions should be: (a) what is to be achieved with classroom materials ? and, consequently, (b) what kind of tasks ought to be designed around these materials? According to Mishan (2005) and Gilmore (2008) , the teacher's goal is to help learners become communicatively competent, i.e. to communicate effectively in the target language. This is possible only if classroom activities acknowledge the communicative purpose of an authentic text. Teachers can use any materials, as long as they serve that purpose.
In order to design authentic tasks, it is vital to consider the six guidelines proposed by Mishan (2005, 75) with regard to task authenticity:
1. reflect the original communicative purpose of the text on which they are based 2. be appropriate to the text on which they are based 3. elicit response to/engagement with the text on which they are based 4. approximate real-life tasks 5. activate learners' existing knowledge of the target language and culture 6. involve purposeful communication between learners.
Mishan's (2005) approach to designing authentic tasks around authentic materials always begins with the identification of the communicative purpose of a text. Thereafter, the teacher can select between the different task types. To illustrate, advertisements have a persuasive communicative purpose, hence, the teacher can design different tasks where learners analyse how the communicative purpose of the advertisement is achieved. In Table 2 , several examples of authentic tasks are presented, which belong to three different task types, as described by Mishan (2005, 90) .
Task Type Description Examples
Inferencing Inferring/interpreting information/concepts (including cultural) from audio, written, visual or audio-visual input.
Find several advertisements and infer the target audience.
Identify the cultural concepts in advertisements.
Extraction Extracting factual information from audio, written, visual or audio-visual input.
Extract factual information from advertisements.
Analysis
Raising awareness of linguistic forms and functions and of figurative use of language.
Analyse how advertisements achieve impact. Analyse conversational strategies. (Mishan 2005, 90) .
Learner authenticity
Together with the appropriate choice of authentic texts and the design of authentic tasks, authenticity in language learning depends on the learner who is an active subject in the learning process. The learner is the one who experiences and evaluates the authenticity of texts and the tasks designed around them (Mishan 2005, 18) . The authenticity-centred approach concentrates on learners and their experiences, attitudes, needs, and emotions.
Authentic materials can be selected to meet the needs and interests of specific learners, which textbooks targeted at an international audience sometimes fail to address (Morrison 1989; McGarry 1995; Mishan 2005) .
Unless the teacher prepares authentic texts and tasks to tailor learners' needs, learners will not be able to understand the purpose of these real-life materials used in a classroom setting. Authenticity in language learning depends on the learner's perception of what is authentic, that is, the learner's response (Arnold 1991, 239-240; Mishan 2005, 18 ).
More precisely, authenticity ought to be reflected in tasks which relate to the learning experience.
Lee (1995) also claims that authentic materials must be learner-authentic. In other words, they need to be motivating, interesting, and useful. Moreover, Joy (2011) argues that authenticity is a process of personal engagement, in which learners must be genuinely interested. Teachers should construct relevant classroom contexts in order to make the learning process real for learners (Nation 2009 ) and implement materials and design tasks which will enable learners to meaningfully and purposefully use the language (Castillo Losada et al. 2017 ).
Advertisements as authentic materials
The authenticity of the language can help language learners develop their communicative competence (Tomlinson 1998). The significance of authenticity has been emphasized by various authors as a relevant feature in ESP methodology (Breen, 1985; Rogers and Medley 1988; Guariento and Morley 2001; Gilmore 2004 Gilmore , 2007 Berardo 2006 ).
According to Shrum and Glisan (2000, 133) , authentic materials "provide an effective means for presenting real language, integrating culture, and heightening comprehension." Beresova (2015) claims that authentic materials can be more appropriate for advanced L2 readers than pedagogically modified texts in raising cultural awareness. They can be used to pre-teach cultural traits, increase learners' knowledge about the culture (e.g. holidays, history, tradition). Such materials are often thought to contain more realistic and natural examples of language use than the ones found in course books and other teaching materials (Richards and Schmidt 2002, 42) . The main advantages of using such materials could be summarized as follows (Richards, 2001 ):
-they expose learners to real language; -they have a positive effect on learner motivation;
-they improve their language production;
-they increase their confidence;
-they raise their awareness of natural speech; -they provide authentic cultural information about the target culture;
-they relate more closely to learners' needs;
-they support a more creative approach to teaching;
-they develop their interest in the real use of the target language.
This paper will illustrate the use of advertisements as authentic materials in Business
English classes. Advertisements in the media are a rich source for educational use, since they are abundant in a wide variety of psychological, emotional, and cultural messages.
They are also a valuable source of habits, customs, and social behaviour (McCarthy and Carter 1994, 150) . They can be used as learning tools for teaching vocabulary, grammar, and writing concepts. For example, Brickman (1992) uses them to exemplify writing models presented in class. He argues that advertisements can be effective, when carefully chosen, even in the basic skills classroom, since they can help students sharpen their critical thinking skills. Furthermore, learners can collect those advertisements which contain examples of vocabulary taught in class, such as wordplays, idioms, and metaphors. Picken's article (2000) reviews work in the areas of language awareness, language play, and culture in relation to the use of advertisements in foreign language teaching. Stamatelou (2015) underlines the contribution of written advertisements to language learning, paying special attention to how macro-level and micro-level discourse features of advertising can be taught. She further points out that teaching discourse in EFL classrooms using whole written advertisement texts contributes to raising learners' language awareness and to developing their language learning, because it involves the highlighting of linguistic, cultural, and socio-cultural domains (32).
Interestingly enough, although there is a vast amount of authentic materials available as teaching resources, including advertisements, there are very few guidelines for teachers on how to incorporate them successfully into the language classroom. Kramsch Here, the following steps are suggested for approaching authentic materials:
1. selecting materials and identifying the goals of teaching.
Teachers should decide which authentic materials they want to use and for what reasons.
pre-examining features of a text.
Teachers need to pre-examine features of a text and specific register in advance (linguistic and/or non-linguistic features) focusing on the targeted aspects to be learnt, including both the content and the form;
3. adapting the text and designing the tasks.
Teachers should adapt the text to the students' level of language knowledge before using it in class.
Since the preparation of authentic materials can be very time-consuming, the first step is the most essential because without a clear purpose in mind, all the hard work can be in vain. Osborne (2005, 74) suggests that the ESP instructor must always incorporate authentic texts that are meaningful to students. The fact that a text is authentic does not automatically mean that it is relevant, which can lead to situations where learners report authentic materials to be significantly less interesting than artificial materials (Peacock 1997 ). Liu (2016) also advises language teachers to make use of graded tasks to guide the students through its difficulties from simple to more complicated ones. Finally, Gilmore (2008: 97) warns that teachers should not overload the learners' language capacity by asking them to analyse input for meaning and form simultaneously. Rather, they should focus on meaning first before shifting attention to language forms (Willis 1996) .
Main features of advertisements
In order to use advertisements, the teacher needs to get acquainted with the previous analyses and pre-examine features to be used in class. Only with the thorough insight into different aspects of advertisements can they further be implemented in ESP teaching.
To start with, many linguists have dealt with the analysis of advertising language from the linguistic point of view and specified devices used in advertising texts. For instance, Leech's (1966) work on English-language advertising in 1960s Britain highlights the extensive repertoire of linguistic choices available to copywriters when creating advertising material; Rees (1982) shows how slogans have been used; Cook (1992) focuses on parallelism, metaphor, metonymy, homophones, puns, parody, and rhyme; Myers (1994) includes alliteration, assonance, rhyme, homophones, question forms, ellipsis, parallelism, and puns. In a general survey, Brierley (2002) lists language games, repetition, similes, parallelism, paradox, omission, and ambiguity, while Tanaka (1994) concentrates on the use of puns and metaphors, etc. Vestergaard and Schroder (1985) illustrate the range of techniques advertisers use to achieve emphasis and special effects. All of these studies reveal some universal language features of advertisements across languages: This list does not attempt to be exhaustive but only emphasizes the fact that some uniform features appear in advertisements regardless of language or culture. A discoursebased view of advertising language confirms that all of these characteristics have the same functions -catching our attention and appealing to our imagination; increasing recognition and enhancing the memorizing effect; making the advertisement easy to repeat and remember (Leech 1966, 29; Dyer 1982, 140) . Picken (2000, 341) notices that advertisements still seem to be rarely used in mainstream EFL texts, most commonly in activities related to job advertisements. Stamatelou (2015, 27) further investigates the use of advertisements in EFL course books and concludes that advertising texts are under-exploited, both qualitatively and quantitatively. The micro-level and macro-level discourse features reflecting the functions of advertising texts are neither highlighted nor interrelated.
Examples of authentic tasks for classroom use

This can be confirmed if any typical Business English course book (B1 level CEFR)
is taken into consideration. For example, in Allison and Emmerson (2013, 55) there is only one instance of job advertisements in relation to a role-play where students revise the most common questions and answers at a job interview. Moreover, in Cotton, Falvey, and Kent (2011, 44-51 ) a whole unit is dedicated to the concept of advertising.
However, the exercises mainly serve as a trigger for speaking practice and introduce vocabulary which is broadly connected to advertising (e.g. words for different methods of advertising or verbs to do with advertising). They neither refer to the register of advertising nor do they indicate any of the lexico-grammatical features. As was mentioned above, advertisements provide an excellent source of varied and comprehensible input for language learners and should be used in language learning settings. As such, they can complement materials in the compulsory Business English course book in order to encourage learners to further explore language use on their own. They are likely to increase learner motivation while providing a realistic context for tasks relating to learners' needs. The sample tasks presented here are all based on the discussion and findings in Lazović (2014a Lazović ( , 2014b Lazović ( , 2015 and are primarily designed for Business English classes. Since all of the examples are taken from the collected corpus of online bank advertisements in the UK, they are suitable for students of economics, marketing, business, banking, management, etc. In situations where learners need specialised language for professional development, authentic texts might be more motivating because learners recognise them as useful for their future career (Mishan 2005, 27) . Following the same pattern, other advertisements can, of course, also be used, depending on the learner's interests and needs.
In the following section, several ideas for exercises are presented, focusing on different language skills aimed at intermediate and upper-intermediate students (B1-B2 level CEFR). In the vocabulary exercise, for example, frequent words and their collocational patterns are practised; while in the grammar exercise, the use of imperatives is reinforced. Regarding productive language skills, students can improve their speaking by discussing the strategies banks use online and by elaborating on the reasons of their effectiveness; alternatively, they can be asked to change the genre from descriptive texts to that of advertising texts.
Vocabulary exercises
The following examples can help students learn and revise frequent words and expressions in advertisements.
Example 1 -Fill in the missing words in these sentences Example 3 -The following captions from bank advertisements all include instances of figurative language. Name the figures of speech used in each example and discuss their impact on the target audience.
Grammar exercises
Grammatical exercises can encourage students to understand the typical grammatical patterns used in advertisements.
Example 1 Example 3 -Find the advertisements with the intentional grammatical errors (e.g., 'kidz accounts' or the famous McDonald's slogan 'I'm lovin' it'). Explain the implications.
Speaking exercises
As a supplement to the course books, authentic advertisements may provide learners with the various genuine visual and verbal elements which can help them improve their oral skills.
Example 1 -Find several online bank advertisements. Discuss the strategies they use for attracting attention. Do they appeal to you? Justify.
Example 2 -Describe the advertisements and compare advertising approaches that banks take to attract various groups of consumers (e.g. a busy mother packing groceries into a van together with her children; a happy couple drinking wine in a restaurant; a retired man distrustfully looking at his laptop, etc.)
Example 3 -Discuss the interrelation between a visual and verbal component in the advertisements (e.g. a picture of a moped together with a caption 'Looking for a loan?' or an advertisement featuring a young girl going downstairs with her dog reading '1% off loans for our loyal customers').
Writing exercises
Learners could be instructed to consider typical features when writing advertisements or change the genre of descriptive texts to that of advertising texts.
Example 1 -Read the passage about the bank service. Think of the ways to present the information in the form of an advertisement. Write two possible versions.
The Credit Card for Purchases
When you start using your new Card for purchases you'll pay 0% for 18 months from the date of your account opening. If you have any major purchases planned, your Card may help to ease the cost. In addition, you pay 0% interest on balance transfers from other credit and store cards -for a full 9 months from the date you open your account (3% balance transfer fee applies, minimum £5).The smallest amount you can transfer is £100. The total amount of balances you can transfer cannot be more than 95% of your credit limit. If the total transfer you want to make is above your available credit limit, we may allow you to transfer part of this amount. You cannot transfer balances from other Group accounts. At the end of the 0% period, if you haven't paid off the amount of the balance transfer and/or the purchases in full, interest will become payable on the remaining amount at your standard balance transfer or purchase rate.
(taken from www.santander.co.uk)
Example 2 -Below is an imaginary example of a bank advertisement. Identify the problems and write an improved version.
Personal loans between £7,000 and £15,000 Unless you open a bank account at Crissfold bank, you'll not be able to get a loan. If you don't apply online, you'll wait approximately seven days for a transfer of funds. If you don't own our special bankcard, additional fees apply. You have to have the minimum of £1000 income per month. If you don't pay instalments regularly, the interest rate doubles.
Example 3 -Write a discursive essay giving your opinion on the following statement: Celebrity endorsement should be avoided in bank advertising campaigns. Example 3 -Think of the ways to adapt this advertisement to the members of your culture.
Conclusion
Although opinions towards the use of authentic materials are controversial, it is clear now that authentic materials can be utilized in foreign language learning classrooms and can be beneficial to the learning process as long as they are properly used.
This paper illustrated how advertisements can be potential learning tools in the language classroom and provided concrete examples for learning and teaching vocabulary and grammar, improving oral and written skills, as well as raising cultural awareness in Business English classes. The paper offered an insight into the ways the analysis of this type of text can help both ESP teachers to relate language instruction to particular universal characteristics and ESP students to acquire language more naturally through authentic texts.
Finally, even though authenticity in language education has become somewhat of a trend in recent years, there is still a lack of research on the effects of the use of authentic texts for language learning, especially in relation to students' motivation. In addition, more guidelines on the ways to select and incorporate authentic texts are required, since they could be very beneficial for new and innovative task design.
